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This is a study on the media image of BMW. Using the Content Analysis Methods，
we researched on varieties of headlines collected from four important news websites 
(sina.com.cn, people.com.cn ,autohome.com.cn and hexun.com) from 2004 to 2013. 
Some interesting findings are as follows: 
Firstly, BMW's media image is mainly composed of 15 categories， the key category 
which affects the BMW’s media image most is Marketing and Communications, 
among which Promotions took the most important position. 
Secondly, the BMW’s media image differs from different years，2004 and 2008 was 
the special year. 
Thirdly, the BMW’s media image showed a greater difference on four media, and 
Sina.com.cn is the most powerful one. 
Finally, to shape a better media image, BMW and other automobile brands should 
attach great importance to the human resources products, educate customers to drive 
in a civilized way, use major activities and events to do brand marketing association, 








































































互联网络信息中心（CNNIC）2015 年 2 月发布的《第 35 次中国互联网络发展状
况统计报告》，截止 2014 年 12 月，我国拥有 1899 亿个网页，6.49 亿网民，互
联网的普及率达到 47.9%，而网络新闻的用户规模从 2013 年的 4.9 亿增长到

























































































































































分的如对 80 后和 90 后群体的分析（王芳，2012），关注到群体特征及媒介呈现，
作者以《中国青年报》的报道为例分析发现“80 后”的媒介形象有一个变化过
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